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Branding in Bottom of Pyramid (BOP): Case of Grameen Bank (GB)
Professor Dr. Mohammed Solaiman

Recent years have witnessed a renewed academic and professional interest in the subject of branding in
BOP and it involves activities of production, distribution, consumption and eventual expansion of
marketing activities which generates income opportunities for the poor people of the bottom at
pyramid. The main theme of this paper is to highlight the idea that the poor must become active,
informed, innovative, creative, challenging and involved consumers. The paper argues that the
conversion of the BOP into an active market is essentially a developmental approach. It is not about
serving an existing market efficiently, as well as effectively; moreover, innovative processes are essential
to convert poverty into an opportunity for all stakeholders in one hand and stockholders, on the other.
It appears that this task is the challenging and it deals with the issue such as to push the idea of the BOP
as a market and source of innovation in a country like Bangladesh. Both primary and secondary data
have been used for the preparation of this paper. Besides, quantitative and qualitative research tools
have been used. Moreover, depth interview, observation and focus group study have been conducted
for the branding purpose. The main focus of the paper was to highlight the ‘Grameen Bank’ as a brand in
BOP. It has been reported that total numbers of borrowers are 8.35 million and 96% of them are
women. The GB has 2565 branches and total employees are 22124. Total amount of loan disbursed by
Grameen Bank, since inception, is TK 684.13 billion (US $ 11.35 billion). Out of this, Tk 610.81 billion (US
$ 10.11 billion) has been repaid. Current amount of outstanding loans stands at Tk 73.32 billion (US $
968.31 million). During the past 12 months (from November’10 to October’11) Grameen Bank disbursed
Tk. 107.30 billion (US $1480.53 million). Monthly average loan disbursement over the past 12 month
was Tk 8.94 billion (US $ 123.38 million). The BOP model is built around three components such as
availability, accessibility, and affordability.
Availability
Grameen Bank targets the poorest of the poor, with a particular emphasis on women, who receive 95
percent of the bank’s loans. Grameen Bank claims that 46.49 percent of borrowers have already crossed
the poverty line. In order to qualify for this designation, each borrower needs to fulfill some criteria
such as having a roof over her head, sleeping in a bed, access to safe drinking water, access to warm
clothing and having all children of school-going age in school.
Accessibility
Women are given priority, since their empowerment has a greater positive impact on the family and
they have proven to be disciplined and astute entrepreneurs. The delivery system of the credit is geared
to meet the diverse socio-economic development needs of the poor housing, education, nutrition,
family planning, economic development etc.
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Affordability
The key to the Bank’s success was the achievement of a simple to operate loan mechanism that all
borrowers understand almost immediately. The stages of the mechanism are i) very small amounts of
loans given without any collateral ii) loans payable in small 50 weekly installments spread over a year
iii) access to larger subsequent loans dependent on repayment history iv) individual, self chosen, rapid
income generating activities, employing skills that the borrower is already equipped with v) market
related interest rates that cover costs, GB charges 20% interest pa., of which 5% is contributed toward a
group fund to cover risks.
The paper identifies that market development at the BOP will create millions of new entrepreneurs at
the grass roots level – from women working as distributors and entrepreneurs to village-level micro
enterprises. These micro enterprises will be an integral part of the market-based ecosystem. Thus, in
the line of BOP model, the Grameen Bank creates opportunities for self employment for rural poor
people in general and women in particular. As such, for creating entrepreneurs as well as consumers the
framework is “low income plus credit facilities will be more investment and it will generate more
income, more savings, more investments and more income”. Thus, considering the poor as potential
entrepreneurs and value conscious consumers will give rise to an opportunity for poor with financial
support to emerge as entrepreneurs as well as consumers in creating jobs and businesses for coming out
poverty line in a developing country like Bangladesh.
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